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Consumers are empowered and connected

Willingness to experiment:
Consumers are comfortable
with new brands and products.

Device usage:
Consumers rely on
devices to accomplish
everyday tasks.

Digital/physical integration:
Consumers expect digital
seamlessness.

Self-efficacy:

Consumers want to ensure
the best possible experience
for themselves.

Information savviness:
Consumers are sharp
when finding and sharing
brand or product
information.

Source: “The Consumer Behaviors That Will Endure After The Pandemic” Forrester report



Consumers choose a combination of devices,
platforms, and channels

46 Devices 4_4 Platforms 5_4 Channels

- Browser
— 9“" Email

App

. A
} Text/SMS

Base: 73,073 US online adults
Source: Forrester's Consumer Benchmark Survey, 2023
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The engagement permutations are almost infinite

Platform [ .l |< |'| = O .ﬂ - A Q oo0eo

Channel SMS Push App Browser il Email
assistant

mode



Companies must win 1n customers’ moments.

A moment is a point in time and space when a person interacts with a
brand to get what they want immediately and in context.



Moments span the customer lifecycle.

Loyalty moment Advertising moment

Leave a positive review Click on social media ads

Refer the brand y Click on search results )
Y v

Advocate Discover

Value moment

. Influence moment
View offers and

ded product Actualize Evaluate Read ratings/reviews
recommended products O View product details
Track loyalty program
Participate Commit
\

Support moment Initiate Sales moment

Contact customer service Qomplete planned or

Connect with peers A impulse purchase

( \

Product moment
Follow setup instructions
Read use tutorials



Moments signal a strategic shift

Marketing
requirements

Technology
requirements

Legacy

Campaigns

Standalone channels

Isolated marketing engagement

Modern

Customer journeys

Channel-agnostic

Integrated e-commerce, loyalty, contact center

Source: “The Future Of Marketing Technology” Forrester report



Martech i1s resilient and in-demand

“How will your company’s spending on
marketing technology change in the next 12

months?”
Don't
know
Decrease 3%
9%
Maintain
25%

Increase 82% of executives
63% support investments in
marketing technology

Source: Forrester's Q3 2022 Enterprise Marketing Suites Forrester Wave™ Customer Reference Survey



Data is the foundation.



Moments drive a perpetual motion machine for data

Data Engagement
Scale Scale
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Data deprecation shatters business-as-usual

Consumer actions

Consumers continue to opt out

of third-party tracking and data

storing.

« Ad blockers

» Clearing browsing history

« Adjusting device settings to
limit data sharing (location,
Bluetooth, etc.)

Browser and operating system
restrictions

Third-party cookie restrictions,
changes to device signal access,
and privacy-first browsers impact
identity-based marketing
strategies.

« Apple ITP, ATT, Private Relay
* Firefox ETP

» Google Privacy Sandbox

& £

Data

deprecation

OfRc

Privacy regulations

Regulations impact the

advertisers’ ability to track and

store data.

» Europe: GDPR, ePrivacy

« US: CPRA, CPA, CDPA,
VCDPA, UCPA

* Global: LGPD, PIPEDA, and
many more

Walled gardens

These closed ecosystems restrict

data extraction and tracking, which

impacts insights access and

marketing planning capabilities.

« Facebook

+ Google

» Retail media networks (e.g.,
Amazon, Kroger, Walmart)

Source: “Apply Your Data Deprecation Plan” Forrester report



Data challenges are pervasive

é gL y@ C‘O:)

18% 22% 26% 31%
It takes too long to Lack of foundational Poor data quality Data silos
deliver value to the data management

business

Base: 1,692 Data and analytics decision-makers
Source: Forrester's State of Data, Analytics, Measurements, and Insights Survey, 2024



The CDP sits at the nexus of these
trends.



Technology




Assembling robust customer profiles

ldentity Social media
Accounts/IDs Applications
Tech ownership/use Preferences Feedback Files
Demographics Disposition Ratings/opinions Public records

EPiGtleo] Attiudgsy| soriimnt | Contont

Memberships/networks Interactions Time/location
Affiliations Transactions Environment
Marketing responses Situation

Testing responses Journey/activity



Generating a view of customer journeys

Entry point Entry point
Advances Jumps
i L i
Trigger
— 1 Discover — - — Explore - -~ - Buy - Use - - - Ask - - - Engage
Action ‘
‘ Drop-off Inaction l
Retreats Drop-off
= Repetition
D Channel-switch
]
- Drop-off
@ ¢ Drop-off ‘ Channel-switch rop-0
Drop-off

&

Source: “The Seven Top Questions About Journey Analytics” Forrester report



Expanding the palette of data and 1ts applications

Audience

Never Annually Monthly Weekly Daily Hourly Constantly
[ ] [
@ Loyalty I @ Health @ Bank @ Overdrawn
@ Purchase of a balance bank account
® Age N.ew Rt home @ Vehicle info
diagnosis Purch ¢
urchase of a .
@ Job change @ Fitness
new,car ®c @ Temperature
nergy  I@ Car that's near

@ Preparation to
sell house and @ Aspirations

consumption preakdown @ Dehydration

move ®Tiret
iredness @ Location
@ Address @ Prescription @ Preferences ® Close e
1 proximity imit
@ Need to buy to stord girrtlaax;:u y to
blue sweater
@ In-app ®Purch
@ Parent ® A likelihood activity urchases
to churn
@ Product @ Biometrics
research @ Prescription
) . ready for renewal @ Allergic
® Affinity for - @ Couple @ Time | reaction
healthy who's relative to Bl o
.Genderfoods separat|ng events . motions
Static Trigger Dynamic
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CDP expectations are on the rise

Which of the following technologies does your organization use to help build and deliver
your digital experiences?

Customer service technologies I 41 %
Customer data platform I 40%
Content management system I 37 %
Mobile messaging provider I 36 %
Ad Technology I 33 %
Email service provider I 32%

Digital asset management (DAM) I 27 %

Commerce technologies I 26 %
Personalization/recommendation engine GG 25%

Cross Channel Marketing Hub I 24%

Journey orchestration tool GGG 16%

Base: 300 European Digital experience professionals
Source: Forrester’s Digital Strategy Survey, 2023



A counterintuitive martech strategy: Controlled
asymmetry based on a CDP core

Insights | Engagement
Technology

Strategy




N

What does the customer profile need to
look like? -

—




Curating the consumer profile

360-degree view of the customer

Demographics
» Age

8\8& « Gender @
Affinity « Ethnicity s
+ Memberships + Income Profile
* Networks * Identity
« Affiliations * Accounts/IDs
* Purchases * Tech use
+ Aliases

Behavior

» Marketing
responses @

» Testing responses

* |nteractions

» Transactions

Attitude
* Preferances

‘5_)\? + Disposition
« Emotions

* Beliefs

External

+ Social data
* Public records
* Third-party data
« CGC

Context
« Time/location
« Situation

» Journey/activity
* Environment

@

Sentiment

* Language

» Surveys

+ Customer
service

+ Ratings/

opinions

Source: “There’s No Personalization Without Content Intelligence” Forrester report.



Are we prepared for a full range of data
sources?




Supporting diverse and performant data sources

Data Sources Span Multiple Systems and Architectures

Identity Cloud Data Marketing, Enterprise
Resolution Warehouses Analytics, Data

and Data and CRM Sources
Enrichment Applications

Zero Copy Integration




Are we setting the stage for Al
superpowers?




Preparing to support long term GenAl iteration

Today Long term
Creative Customer journeys
development » Generate, execute,
» Generate and edit and iterate

copy, images, customer journeys
audio, video

Source: “Look Beyond The Hype To Evolve Martech With Al” Forrester Report



itate the martech

ecosystem?

Does the CDP faci

e s




Connectivity for the ecosystem

Customer Brand Brand
understanding strategy experience

Agent desktop

_ Contact center
Creative

development

Orchestratio

Digital advertising
Direct mail
E-commerce

Email

Mobile app
POS, kiosk, or ATM
Customer Marketing Customer SMS/MMS
insights operations journeys

Social media
Website

Legend

Functional investment

Al investment

Source: “The Future Of Marketing Technology” Forrester report



Today’s Customer

.  The evolution of customer engagement shifts
Data Platform 1s an 999

martech priorities towards data as the

Investment in the differentiator
future.

» Plan for agility — Leverage the CDP as a
future-proofed data and orchestration core

» Raise your expectations for a CDP’s
performance, integration, and data access
capabilities




Adobe Real-Time
CDP Vision

=



Adobe Real-Time CDP Core Pillars

Collect, normalize, and govern B2B and B2C data into
real-time profiles for activation across any channel

@ Fast, flexible @ Actionable
data connections real-time profiles
B4 | send to: asmith@altura.com
Productized governance, Activation ’
@ security, privacy v, anywhere Qvfe?;rgﬁg.i" -
S

ﬁ

With artificial intelligence at every step




Full funnel
marketing
with Adobe
Real-Time CDP

Awareness

| need to continue growing my business by finding, acquiring, and
nurturing loyal customers without fully relying on third-party cookies.

A

Adobe Real-Time CDP
can support you
throughout your
customer data
management journey




Adobe Real-Time CDP | Collect, manage, govern & activate

Data collection

First-party known customer data

CRM Authenticated profile
Email Etc.
Data lake

First-party unknown

customer data
Behavioral events

First-party cookies Pseudonymous IDs

Device ID

Partner data
Additional attributes

Additional identifiers

Profile management

Identify

T —

Unified p
& account profiles

€o

Collaboration

ple

Segmentation

Activation

Marketing ecosystem
Paid media e.g. Google
Social media e.g. Facebook
Partner systems

Personalization
On-site Personalization

In-app Personalization

Custom systems

CRM Partners
Email Data lake
SFTP/S3 Open APIs

Consent & patented data governance




Actionable Customer Profiles
for Complete Customer
Data Management

How may we
honor your
experience?

You can atways change

your cookie consent in
the link in the bottom
of the page.

B/

|

> DETAILS

General  Analytics Offers

r\

Person attribute data
Who are they?

= Name = Device ID = Phone number
= Account association = Loyalty status Email address

Behavioral data

What do they do?

= Search Ad click = Call centerinteraction = Download whitepaper
= Website visit = Opened email offer = |n store activity
Preferences

How do you build trust with them?

= Consent by use case = Opt-in programs and offers

= Data sharing transparency = Communication frequency
Audience

Which segment do they qualify for based on what they do?
= Eligible for upgrades = Propensity for churn

= Cross channel shoppers = B2C and B2B customer

= New product prospects = Suppression audience



Introducing
Federated
Audience
Composition




A sea of data

J N ¥ BB

CRM Analytics Marketing Ad Tech Commerce
Automation

= No source of truth = Disjointed view of customer

= Data redundancy & duplication = Lack of cohesive governance framework

All leading to disconnected customer experiences.




Increased adoption of warehousing for digital experience use cases

Operations

Data warehouse

Historical transactions
and interactions

Output from data

science models

Audience for
marketing & analysts



Data consolidation for Marketing: CDP Investments

g Alison Wilson

Email
Ali.wilson@webank.com

Profile ID
vpqCwhw26GBwv2p6BH

eeeeeeeeeeeeeee

Ingest Process and rationalize Activate
= Known data - CRM = Profiles = Advertising
= Pseudonymous - behavioral = |dentity resolution = Marketing
= 2nd party data = Audiences = Services

= 3rd party data = Governance = Sales

Warehouse data




Evolve from Brand
Initiated to In-the-
moment engagements

< sendtoall profiles Shift from reactive
to proactive and

& 20% off winter breaks predicative engagement.

Optimized, contextual
experiences based on
customer preferences.

Connected experience
across the customer
journey.

@ Lucy Fox

Email
Lucy.fox@webank.com

Profile ID
BvpqCwhw26GBwv2p6BH

Gender City

Female New York




Adobe Experience Platform Federated Audience Composition

Provides new pathways and expanded access to create audiences from enterprise data warehouses to power
brand-initiated and in-the-moment experiences

= Access critical enterprise datasets

Get federated access to enterprise data warehouses to create
audiences for engagement use cases and use a visual Ul to
e | o | e & sews |9 top | [ e access enterprise datasets.

= Compose audiences

Build audiences using critical datasets that reside in enterprise
warehouse systems without moving the underlying data.

= Enrich existing audiences

Refine audiences in Adobe Experience Platform using composed
audiences from enterprise datasets to improve segmentation,
targeting, and personalization.

= Activate audiences across channels

In combination with Real-Time CDP and Journey Optimizer,
drive consistent and personalized experiences across channels
using prebuilt destinations.




Address technical needs and customer experience use case requirements

Provide data

engineering teams
with flexibility...

...While meeting

marketing
requirements
at scale

Leverage data warehouse
investment to power
marketing use cases

O

)

Create and enrich
audiences and profiles*
with critical and actionable
enterprise data for effective
personalization

&

Utilize only the data
that is needed to meet
low-latency use

case requirements

)

Utilize a marketer friendly

Ul to access relevant
audience data needed for
marketing activities

&

Address privacy and
security needs by
keeping sensitive data
in enterprise systems

Q

Immediate availability of
essential audience data
for cross-channel, in-the-
moment experiences

P
—

Go beyond reverse ETL

and coordinate data in a
single system for multi-
channel activation

C”

Access and consolidate
marketing audiences
in a single system

for consistent and
streamlined activation

*Profile Enrichment use cases with Federated Audience Composition is a roadmap item



A comprehensive approach to
audience curation and activation

Federated Audience Composition with Real-Time CDP and/or
Journey Optimizer Value Proposition

A Warehouse

Database type
Altura database

Expand access to critical

warehouse-based
datasets to create
high-value audiences

Utilize existing data
warehouses as the main
system of record, while
leveraging best-in-class
applications to power great
customer experiences.

Comprehensive
support to power
engagement use cases

Federated Audience
Composition, paired with
Real-Time CDP or Journey
Optimizer supports brand-
initiated, personalized
experiences with federated
audiences and delivers in-
the-moment experiences
triggered by real-time
events, combined with
person attributes to meet
use case requirements
across teams.

Minimize data
movement and
duplication

Create audiences from
datasets that live in an
enterprise data warehouse
without copying underlying
data to manage actionable
marketing profiles

and audiences.

Utilize a single system
for experience-driven
workflows

Curate ingested and
federated audiences in
Adobe Experience Platform
and coordinate outbound
experiences across all
channels.

All customers with $500+ in
purchases over the past 5 years

L. Setup and audience

Selected audience Selected attributes

1 4

Federated database access

5 year high value customers



HELPFUL RESOURCES

Federated Audience
Composition Guide

2024 Forrester Wave

Flexibly access
enterprise data with
Federated Audience
Composition

A Guide

FORRESTER

The Forrester Wave™:
Customer Data
Platforms For B2C, Q3
2024

The 12 Providers That Matter Most And How They
Stack Up

September 17, 2024 & 17 min read

@ Joe Stanhope @.@

Summary

In our 29-criterion evaluation of customer data platforms for
B2C providers, we identified the most significant ones and
researched, analyzed, and scored them. This report shows
how each provider measures up and helps B2C marketing

professionals select the right one for their needs.
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